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erful cooperative agencies with integrated systems to compete effectively with equally efficient private agencies having integrated systems, is a direct blow to the public interest. Such a shortsighted policy, if enforced, would deprive the consumer of adequate supply because it would prevent marketing machinery from operating on margins low enough to give the farmer a sufficiently stimulating share of the consumer's dollar.
That the public conception of the marketing system fails to recognize these fundamental principles is the great danger of the.present time. To avoid destructive changes during a period when constructive action is so urgently needed, calls for greater public recognition of the urgent need for widespread dissemination of the economic facts and principles underlying the marketing problem.
SUMMARY
1.   Marketing is undertaken by each of three distinct types of agenci.-:-These are private, cooperative, and governmental.
2.   Each of these marketing agencies has an equal right to engage in business.    Each also should be accorded similar recognition and treatment by the law where similar services are rendered by means of similar methods.
3.   The objects of marketing agencies differ greatly;   The private agency is primarily interested in marketing to develop the means of rendering services as a secondary consideration to the making of profits upon capital invested.   The cooperative agency is primarily concerned with the development of facilities to render marketing services in the interests of farmers at minimum cost and regards earnings above competitive prices as a matter of secondary importance.   The governmental marketing agency is interested in whatever phase of marketing happens to be the "pet notion" of the dominant class in government at the time.
4.   The public rightfully fears monopoly power and for self-protection must prevent conditions giving rise to it.   The public has great confidence in competition as a means of regulating prices or of making fair prices.   Without knowing how to explain why competition should result in fair prices, the public becomes suspicious of anything which grows large enough to look like monopoly.   As a consequence not only private but even cooperative organizations, in instances where both are strictly competitive in their influence upon prices, are incorrectly regarded as monopolies.   This is unfortunate because